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As the main core of the financial industry, Commercial banks take on the 
important responsibility by providing quality financial services, promoting economic 
development, improving people's livelihood and social stability and harmony. On the 
occasion of transformation development, protect and improve people's livelihood, 
develop the people's livelihood finance is always an important starting point for the 
development of the commercial bank.  
Changing the way of financial services, promoting financial services innovation 
of people’s livelihood areas, and striving for greater market space and innovation 
power to meet the commercial bank’s profitability and competitiveness improving, is 
the main topics that financial services must face.  
This paper analyzes the current situation of ICBC people's livelihood financial 
services , and points out that there’re many questions remaining to be answered, such 
as, the linkage of government policies and demand is not tight enough, the product 
innovation activity and the amount of money is not match, department linkage and 
resource distribution is not balanced, customer marketing chain binding with 
insufficient funds consistent livelihood areas. This paper taks a comparative research 
for the people's livelihood financial strategic of the China Construction Bank and 
Jiangsu Bank.   
Subsequently, through the development prospects of people’s livelihood areas 
market analysis, the paper points out that fiscal, social security, health care, education, 
housing security is the five core areas of people’s livelihood areas. Combined with 
service marketing theory, people’s livelihood financial services marketing mix 
strategies are described from the product, price, place, promotion, people, processes 
aspects, physical evidence,etc.  
Finally, this paper elaborates concrete path of enhancing ICBC people’s 
livelihood financial services capabilities from brand positioning, safeguard 
mechanisms, team building, policy optimization, product innovation, channel 
integration,etc. 
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服务营销学 20 世纪 60 年代兴起于西方。1966 年，John Rathmall 教授首次
将无形服务与有形产品进行区分，提出要以非传统的方法研究服务的市场营销问
                                                        



















究。美国服务市场营销学专家 Christian Gronroos 被认为服务营销理论之父，
他总结了服务产品的特征，并与银行实际情况相结合，认为银行产品有无形性、






4Ps 理论产生于 20 世纪 60 年代的美国。E.Jerome McCarthy 于 1960 年在其
《Basic Marketing》一书中首次将企业的营销要素归结四个基本策略的组合，
即著名的“4Ps”理论：即由产品（Product）、价格（Price）、渠道（Place）、




在传统的 4Ps 基础上，又增加了“人员”（People）、“有形展示”（Physical 
Evidence）、“服务过程”（Process）三个变量，从而形成了服务营销的 7Ps 组合。
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